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“Without corporate banking, now without benefits; without retail banking, future 
will have nothing” president Ma Weihua of China Merchants Bank this talk become 
more and more popular in banking industry’s mutual recognition, 2006 year's end 
Chinese government cash pledge, China mainland to the foreign banks comprehensive 
open Renminbi service, including to China within the boundaries of citizen's 
Renminbi deposit, the loan, the settlement, wealth management and so on the retail 
banking services, symbolized the foreign-funded bank retail sales service entered the 
brand-new start in China mainland. But the Chinese retail trade aspect, the 
overseas-funded enterprise has controlled a Chinese city nearly, such as Wal-Mart, 
Carrefour that sells the field to start doing business greatly causes “five kilometer 
death circles” the effect, let the domestic same business be awed at the sight. 
The foreign-funded bank achievement retails the bank service the first ancestor; 
they are the global banking industry as “Wal-Mart”. Their retail sales service product 
and the service, is the international banking industry's model and the range pole, loves 
to talk about by very many people, widely praise. 
This article through selects the HSBC China, Bank of East Asia China 
well-known and so on, the most representative 7 foreign bank is the object of study, 
through their achievement, the retail sales product and the service development 
condition which constructs in mainland China channel, the client base analysis, and 
launches the close investigation and the exhaustive analysis, the research using the 
Marketing Management and Integrated Marketing Communications each kind of tool 
thought: 
1.The foreign-funded banks in mainland China retail business just occupies the 
initial stage, is also far to the Chinese populace market, the capital bank market niche 
was stable, eliminated very many scholars “could seize mainland China market on a 















2. The foreign-funded banks in mainland China retail sales service, the strategy 
is successful, but in the tactic waits for enhances, anticipated they will future be able 
to develop strongly, better. 
3.Analysis the foreign-funded banks retail sales service future several year trend 
of development, the development question, and will propose the corresponding 
countermeasure. 
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2001 年 12 月 11 日，中国正式成为 WTO 的第 143 个成员国。根据中国与世
贸组织签定的各项协议，各种行业的全面入世都有不同的过渡期和保护期，银行
业成为中国入世承诺中 后一块重要领地。2006 年底中国政府兑现承诺，中国











































2001 年加入世界贸易组织时承诺，至 2006 年底将银行业向外国银行全面开放。
2006 年 11 月，中国政府颁布了《外资银行管理条例》，规定了外资银行在中国
境内设立外资法人银行才可以从事全面外汇和人民币业务，包括对中国境内居民
的人民币业务。外国银行分行将主要从事全面外币业务以及对公司和机构客户的
人民币业务。2007 年 4 月 2 日首批获准改制为中国本地法人银行，如：汇丰银
行（中国）有限公司、花旗银行（中国）有限公司、渣打银行（中国）有限公司
























































不同地区对银行有不同的定义，一般认为 早的银行是意大利 1580 年在威
尼斯成立的银行。其后，荷兰在阿姆斯特丹、德国在汉堡、英国在伦敦也相继设










































2．外国金融机构与中国的公司、企业共同出资设立的中外合资银行。      
3．外国银行分行。     
4．外国银行代表处（注：严格意义上讲它不算银行，不能对外营业）。  
2001 年中国在加入世界贸易组织 WTO 时保证在 5 年过渡期满后，为所有银
行提供统一的监管环境，外资银行将享受和国内银行相同待遇，并按照相同法规
运营。 
2004 年 9 月前中国人民银行颁布了《外资金融机构管理条例实施细则》。细
则全面体现了履行加入世贸组织承诺，并明确了外资银行设立机构、开展业务包
括从事人民币业务的条件、申请程序和审批时限；并在执行某些监管指标方面相















































































3．零售银行的贷款风险极低。    







































































合资。玻璃行业： 大的 5家已全部合资。电梯行业： 大的 5家均为外商控股，
占全国产量的 80%以上。家电行业：18 家国家定点企业中 11 家合资。化妆品：
被 150 家外资企业控制。汽车工业：外国品牌占销售额 90%。据国家工商总局调
查：美国微软占有中国电脑操作系统市场的 95%，瑞典利乐公司占有中国软包装
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